

















dance or wil! everything really be coming 
up roses this spring. By Susan L. An- 
derson. 


Retailers rank services. Re- 
sults from an NLGDA/LGM 1986 survey 
rank distributors’ and manufacturers’ 
services. 


New strategy in setting landscape 
values. Homeowners believe 

adds nearly 15 percent to ihe selling 
price of their homes; real estate apprais- 
ers say only 7 percent. What does the dif- 
ference in their perceptions mean to 
you? By Bruce Butterfield and Charles 
W. Dunn. 


Major exec changes at Tecumseh, 
B&S. (See Power Equipment Report.) 


Toro will acquire Wheel Horse. (See 
Power Equipment Report.) 





| FEBRUARY 





Consumer spending. A new survey 
shows average consumer spending on 
lawn and garden purchases increased 
significantly in 1986 over 1985. By 
Bruce Butterfield. 


New tax laws. Tax consultants provide 
answers to some questions about how 
the new tax laws will affect small lawn 
and garden businesses when changes 
are implemented this year. 


Brand names. Retailers may not be 
aware of the advantages of brand name 
products; they not only lure customers 
into their stores but educate them on 
products and create an awareness of 
major improvements as well. By Wen- 
dall Burns. 


Safety in pesticides. A study by the 
Gallup Organization and National Gar- 
dening Assn. for Safer Inc. shows how 
consumers rank pesticide features. By 
Bruce Butterfield. 


Product Movement Report, fall 1986. 


Safer targets commercial pesticide, 
plant care market. (See Green Scene.) 


Homelite releases Safe-T-Tip patent. 
(See Power Equipment Report.) 





1987 Index of Articles 


Garden Way buys Bolens. (See Power 
Equipment Report.) 


a MARCH | 








Trimmer sales: A success story. Here's 
how one dealer identified trimmer com- 
petitors, cut back on lines and fine-tuned 
merchandising strategies that enable 
him to sell 30-40 gas units a day 
in-season. 


Customer relations. Some common 
sense guidelines that keep your custom- 
ers coming back. By Dr. Ellen Henke. 


Fertilizer strategies. Major granular 
formulators plan big promotions while 
liquid fertilizer firms refine their prod- 
ucts and marketing efforts. By Steve 
Trusty. 


Pesticide update. Even with consolida- 
tion, controversy and change, the market 
looks solid. By Steve Trusty. 


Time is gold. This servicing dealer 
proves that a time accountability system 
can work for the benefit of the dealer- 
ship, technician and customer and turn 
time into a gold mine of opportunities. 
By Mark Hinrichsen. 


Storms across U.S. and Europe boost 
snowthrower sales. (See Power Equip- 
ment Report.) 


Chas. H. Lilly acquires Cooke Labor- 
atory Products. (See Green Scene.) 








Not just for the birds. The Garden for 
Wildlife program helps retailers extend 
their selling seasons by promoting mer- 
chandise to create backyard habitats 
that will attract favorable species of 
birds and other animals. 


Making your customers blower/vac 
believers. Selling your customer a prod- 
uct is one thing; satisfying him is 
another. Dealers can generate customer 
satisfaction by selling equipment that 
addresses the customer’s specific needs 
and applications for it. 


New look for fall promos. Fail plant- 
ing and cleanup may not be new, but 











the emphasis that some marketers and 
retailers are placing on it is. 


Aftermarket parts dollars are goal. 
Marketing replacement parts for the 
OPE business is both profitable and 
competitive and demand is expected to 
increase—but so is competition. 


OPEDA speaker hits home. A U.S. 
engine manufacturer outlined the think- 


ing process it went through to set its 
course—and to some extent the indus- 
try’s course—for future years. 


Security buys Chacon Chemical. (See 
Green Scene.) 


Green Light expands into South- 
east. (See Green Scene.) 


Newly formed EMSA defines goals. 
(See Power Equipment Report.) 


Gas chainsaw shipments down in 
*86. (See Power Equipment Report.) 


Gas trimmer shipments increase in 
*86. (See Power Equipment Report.) 





[ JUNE 





Manufacturers plow through obsta- 
cles with innovations. Coming off a 
slack season, snowthrower makers are 
entering the '87 production cycle in low 
gear but with high invention. 


Making tracks. Some of the emphasis 
manufacturers are putting on their new 
crop of snowthrowers is on using tracks, 
rather than wheels, to pull the machines 
efficiently into the deep white stuff. 


The color purple. An Earl May retailer 
whips the winter blahs and boosts his 
January sales 67 percent with a colorful 
off-season promotion—an African Violet 
Festival. By Gina Kellogg Hogan. 


Shades of success. Lawn and garden 
retailers know the value of selling Afri- 
can violets. Not only are the plants 
extremely popular, they are also a big 
profit maker. 


Product Movement Report, winter 
1986. 


Safer secures $5 million financing. 
(See Green Scene.) 
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Index...continued 


Survey respondents project ’87 land- 
scaping increases. (See Green Scene.) 





L JULY 3 





Evolution of a show. The International 
Lawn, Garden & Power Equipment Exposi- 
tion has endured its growing pains and 
ripened into a successful, industry-wide 
trade show. 


Show Time. An introduction to the 
exhibits and features at Expo 87. 


En garde: Europe’s fall trade shows. 
Fall trade shows feature a variety of 
manufacturers parrying product against 
product as they vie for buyers. 


Targeting Women. With some thought 
and a change in attitude, retailers and 
manufacturers can attract an important, 
essential segment of the buying public 
they may be ignoring—the woman con- 
sumer. By Dr. Ellen Henke. 


Summer shows sizzle. As summer 
heats up, seven regional and national 
trade shows sweep the industry with a 
variety of seminars, demonstrations and 
exhibits. 


Walbro restructures operations. (See 
Power Equipment Report.) 





[ AUGUST | 





NHS welcomes home lawn and 
garden. Organizers of the National 
Hardware Show have put out the wel- 
come mat to greet the lawn and garden 
industry into its new home at Chicago's 
McCormick Place North. 


OPE outlook: slight decline in ’88. 
Despite the forecast of some declining 
sales for the year ahead, outdoor power 
equipment industry officials are project- 
ing mostly sunny skies for 1988. 


Gravely restructures manufacturing 


management. (See Power Equipment 
Report.) 


EPA mandates label changes for 
chemigation products. (See Green 
Scene.) 





SEPTEMBER 





Cherrypicking: Sweet strategy or 
forbidden fruit? Some retailers feel the 
pits of slim profit margins and customer 





dissatisfaction can be avoided through 
sensible cherrypicking. 


Daring few add zest to Expo. While 
the big guys capture most of the atten- 
tion at the Expo every year, smaller 
businesses like these catch some lime- 
light, too, by assembling just the right 
attributes needed for a new and differ- 
ent product. 


Revved to win. More than 500 vied for 
the title, but only three came out on top 
in the Aii-American Engine Repair Cham- 
pionships held at Expo 87 in Louisville, 
Ky. 


Raising a new generation of garden- 
ers. Many lawn and garden manufactur- 
ers believe teaching young people about 
gardening will increase lawn and garden 
sales in the future. 


Special Section: Commerce Distribu- 
tors guides retailers to profits. This 
special section describes how the com- 
pany has grown to become one of the 
country’s foremost lawn and garden 
suppliers. 

MIT professor predicts widespread 
changes in pesticide industry. (See 
Green Scene.) 


Lawn-Boy to buy Gilson. (See Power 


Equipment Report.) 


PPEMA extends membership to gen- 
erator manufacturers. (See Power Equip- 
ment Report.) 





| OCTOBER } 





Historical perspectives. Forty-eight of 
the industry’s most progressive manu- 
facturers discuss how they look at the 
industry, how they've grown over the 
years and what they project for the 
future. 


Milestones: 1962 to 1987. Lawn & 
Garden Marketing celebrates its silver 
anniversary. 


NHS: Exciting new look. With a new 
home in McCormick Place North, lawn 
and garden exhibitors showed off some 
innovations, announced new plans and 
indulged in a true homecoming at the 
National Hardware Show. 


Christies expands, affiliates with Tru- 
Value. (See Power Equipment Report.) 


Reuter sees both success, decline in 
second fiscal quarter. (See Green 
Scene.) 





Computer program provides better 
organized labeling. (See Green Scene.) 





|___NOVEMBER/DECEMBER | 





L&G participation in ’87. Results from 
the National Gardening Survey show the 
number of U.S. households involved in 
lawn and garden activities. By Bruce 
Butterfield. 


OPE in ’88: What has Wall Street 
wrought? Projecting future OPE ship- 
ments, based on today’s stock market, 
is like riding a roller coaster. The full 
effects of the crash are yet to be 
realized, but industry leaders stress that 
consumer confidence—not stocks—is the 
thing to watch. By Wendall J. Burns. 


Trimmers lead growth in portable 
power. Shipments of gas-powered trim- 
mers experienced substantial growth in 
1987, while blower shipments slowed 
and chainsaws face a mature market. 


Nursery sales reflect trends. The 
value homeowners are placing on land- 
scaping is becoming more evident 
through the numbers and types of 
nursery plants being sold—and not being 
sold. 


Business potentials explored at 
NLGDA. Motivational and educational 
seminars highlight 17th annual NLGDA 
convention in Minneapolis. 


Garden Center Institute formed. (See 
Green Scene.) 


Product Movement Report, spring/ 
summer 1987. 


Power Equipment Report.) 


Ariens acquires Signet 
Inc. (See Power Equipment Report.) 


Echo to begin production in the 
United States. (See Power Equipment 
Report.) 

’88 projected as billion dollar year. 
87 barbecue sales smoldering. 


The Andersons opens fourth retail 
store. (See In the News.) 


New national sales manager for RL 
Corp. (See In the News.) —LGM 
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